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ABSTRACT

The purposes of this research were to study in the opinions of the consumers
towards the factor reason mixer of the market for the buying decision of OTOP products
of Soy Dok Mak, and to study the consumers, suggestions for market processed development
ways. The samples were 197 consumers who bought Soy Dok Mak products from Soy Dok
Mak product group of Muang District, Maha Sarakham Province selected through
accidental sampling. The instrument used was rating scale questionnaire and analyzed
by computer program. The statistics applied were percentage, mean, standard deviation.

One - way ANOVA and LSD.

The results of the research were as follows;

1. The opinion of the consumers towards the factor reason mixer of the market
for the buying decision of OTOP products of Soy Dok Mak, Muang District, Maha Sarakham
Province showed in overall and four aspects were rated at high levels. Each aspect was rated in
high level from market promotion (¥=4.12) products (X= 3.90), price (¥=2.98) , and distribution
channcl (X=2.95) respectively.

2. The opinion of the consumers classified by educational level towards the factor
reason mixer of the market for the buying decision of OTOP products of Soy Dok Mak,
Muang District, Maha Sarakham Province was not signiticant difference by the statistic level

at .05 level.



3. The opinion of the consumers classified by occupations towards the factor
reason mixer of the market for the buying decision of OTOP products of Soy Dok Mak ,
Muang District, Maha Sarakham Province was significant significance at statistical level .05
in three aspects; product, the price and the market promotion, but the selling aspect was
not significance different at statistic level .05

4. The customers suggestions toward market process development ways to Soy Dok
Mak products were as follows;

4.1. The product; there should be new products for the consumers to select.
The products should be updated and beautiful wrapping and standardized.

4.2 The price; the price of the products should be fair and should be not
expensive.

4.3 The selling; Soy Dok Mak should present in the fairs and the selling
department should be located in the middle of the community for the continuing of selling
and be convenience for the consumers and other products.

4.4 The marketing; Soy Dok Mak should be wide spread informed through mass

media both inside and outside the country.



